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Abstract 
Tourism has a significant environmental, social and human impact. No other sector provides jobs and ensures wealth across 
poor countries in the same way as tourism. In the context of sustainable responsible tourism, the concept of Corporate 
Social Responsibility (CSR) has gained increased importance: CSR is a company's understanding of the role it plays in 
society, the environment in which it operates the values it upholds and its awareness of the intended and unintended 
consequences of its actions. ICT can create many environmental benefits and there have been several optimistic 
assessments of the overall relationship between e-business and sustainable development. ICT-based services can improve 
the efficiency of processes and systems, can help to make CSR information more readily available to stakeholders and 
create new technical possibilities of linking information on individual company impacts with other sources. The aim of the 
paper is to present some major implications of the use of the web for CSR activities in tourism businesses in emerging 
markets and of the relationships between e-sustainability and competitiveness 
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1. The tourism businesses in emerging markets in web-era 
 
Tourism is a complex industry that comprises residential activities (hotel, apartments, camp sites, etc), 
transportation (by air, sea and overland), services in the place of origin (tour operators, travel agencies, 
information services), services at the place of destination (accommodation, food services, sport, leisure, culture, 
banking, insurance, health care, security).  
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Tourism can be seen also as an economical phenomenon (investment, production, distribution and 
consumption activities in the process of attracting, receiving and satisfying visitor demand) and as a human and 
social activity. The tourism complexity is a result of the complexity and contradictions of today' society 
(tensions between global and local) and of the dual nature of tourism, as a consumer good and as spectacle or 
culture.  The tourism industry operates at the intersection of business and environment and can produce 
detrimental environmental and socio-cultural impacts, some of which may be irreversible. Also, there is an 
increasing threat of climate change. The tourism industry has responded to these challenges by applying the 
concept of sustainable development to tourism policy and planning. The globalization process was streamlining 
the competition and web presence became a clear competitive advantage.  In this area, the main investments 
were made by airline companies and, later, by tour operators. Electronic ticketing is becoming one of the most 
successful e-commerce travel services. Accommodation started to integrate their inventories for direct booking, 
relations with the customer and integration with distribution channels. Destination Management Organisations 
(DMO) have started their own independent process towards electronic marketing and  the most significant asset 
was (and remains) the brand. 
The new e-CRM (Customer Relationship Management) models tend to support all customer relation 
processes on a single platform joining and managing in a consistent framework the traditional and the on-line 
channels. According to Costa (2001) the drivers of this evolution were not only cost reduction but also factors 
like quality of services, time to market, market enlargement trough multi-channel distribution and product 
customization. The same author stated that the market measurement can be considered at three levels: Internet 
penetration, demographics travel purchasing behaviour and market value. The measurement of adoption 
considers the Internet presence in the sector, basically through web presence and the Internet services used by 
tourism companies. According to UNWTO World Tourism Barometer, April 2011, in 2010, international 
tourism receipts are estimated to have reached US$ 919 billion worldwide (693 billion euros), up from US$ 
851 billion (610 billion euros) in 2009. According to UNWTO World Tourism Barometer, January 2012, 
international tourism arrivals grew by over 4% in 2011 to 980 million. With grow expecting to continue in 
2012, international tourism arrivals are on track to reach the milestone one billion mark later this year.  
According to PhoCusWright's Global Online Travel Overview Second Edition report travelers will book one 
third of the world's travel sales online by the end of 2012. Online leisure/unmanaged business travel bookings 
will grow twice as fast as the total market, to surpass US$ 313 billion by 2012. Experts predict that especially 
even more sensitively to prices and travel companies are more sensitive to c
Carroll Rheem, Director of Research PhoCusWright. In its latest "Global Online Travel Report 2012" 
Hamburg-based secondary market research firm yStats.com gives a detailed overview of the international 
online travel market. The key findings of the report are: 
 the trend of booking trips online is expected to grow further in 2012, especially in emerging 
markets such as China, India and Brazil; 
 in 2012, the "Online Travel Segment" is forecast to represent almost a third of the total global 
travel market value;  
 in Europe the total number of bookings through online travel agencies increased by almost 20 % 
from 2010 to 2011; 
 online travel sales in the US are forecasted to increase by more than +10% in 2012 compared to 
2011; 
 gross bookings on the Asia Pacific online leisure/ unmanaged business travel market are expected 
to increase by more than +30% in 2012 compared to 2010. 
The trends presented show the fact that internet became an important partner, being the interface between 
consumer and suppliers.  
According to GBTA BTI Outlook  Annual Global Report and Forecast, Prospects for Global Business 
Travel 2012-2016, sponsored by Visa Inc. (cited in Rokou, L, 2012), business travel spending growth in 
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developed economies is slowing compared to previous forecasts, but emerging markets continue to grow 
rapidly.  Emerging markets drive global business spending up 4-5% in 2011 to over $ 1 trillion. In 2011, 
emerging markets such as Brazil, Russia, India and China all experienced growth rates over 15% in business 
travel spending, more than making up for the substantially slower growth rates of the U.S. and Western Europe. 
The outlook for 2012 is for global business travel spending to grow at 4.6% to $1.07 trillion, followed by 
significant growth in 2013, advancing another 8.1%.  Michael W. McCormick, GBTA executive director and 
COO, noted that hould continue to generate significant 
expansion in business travel... Conditions are more uncertain in the developed markets, in part due to the 
ongoing European debt crisis. Until that crisis is resolved, business travel is unlikely to grow at its pre-
re Tad Fordyce, head of global commercial solutions at Visa Inc. also stated: 
 The GBTA BTI, an index of 
business travel activity derived from total business travel spending provides an outlook for business travel that 
can be tracked over time. The global GBTA BTI hitted 145 in 2011. According to the same report, Germany 
and the U.S. have both experienced modest growth in business travel  27% and 15%, respectively, since the 
GBTA BTI base year of 2005. Meanwhile, the emerging business travel market of India has more than doubled 
to 228 and China has more than tripled its 2005 value of 100 to 312. These trends will persist through the end 
current GBTA BTI value will more than double over the next five years to 482. The mature travel markets of 
Germany and the U.S. will see much more modest growth over the period  
another 24% to 158 and the GBTA BTI in the U.S. will grow another 18% to 135. 
 
2. Social responsibility in the tourism businesses of the emerging markets 
 
The core elements of the supply side of tourism are beautiful landscapes, cultural heritage, foreign cultures 
and a sound infrastructure.  Environmental pollution, increased cost of garbage and sewage disposal, surface 
consumption, rising energy consumption and loss of biodiversity put a lot of pressure on the environment. 
Major social issues appeared in the last period: the loss of values and the effects of acculturation through 
tourism, financial and sexual exploitation of the host population. The result was a major concern for sustainable 
products and services and CSR can make a significant contribution towards sustainability. According to the 
definition of the European Commission, CSR is 
Respect for applicable legislation, and for collective agreements between social partners, is a prerequisite for 
meeting that responsibility. To fully meet their corporate social responsibility, enterprises should have in place 
a process to integrate social, environmental, ethical, human rights and consumer concerns into their business 
operations and core strategy in close collaboration with their stakeholders, with the aim of: 
 maximising the creation of shared value for their owners/shareholders and for their other 
stakeholders and society at large; 
 identifying
2011) 
Addressing corporate social responsibility is in the interest of enterprises because it can bring benefits in 
terms of risk management, cost savings, access to capital, customer relationships, human resource management, 
and innovation capacity (European Competitiveness Report, 2008). Addressing corporate social responsibility 
is in the interest of society as a whole because CSR offers a set of values on which to build a more cohesive 
society and on which to base the transition to a sustainable economic system. According to European 
Commission, CSR  covers human rights, labour and employment practices (such as training, diversity, gender 
equality and employee health and well-being), environmental issues (such as biodiversity, climate change, 
resource efficiency, life-cycle assessment and pollution prevention), combating bribery and corruption and the 
three principles of good tax governance  namely transparency, exchange of information and fair tax 
competition. CSR is part of the Europe 2020 strategy for smart, sustainable and inclusive growth. There are a 
number of basic international strategy papers which may serve as a guideline for businesses to integrate CSR 
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measures, as follows:  
 a set of internationally recognised principles and guidelines: OECD Guidelines for 
Multinational Enterprises, the ten principles of the United Nations Global Compact, the ISO 
26000 Guidance Standard on Social Responsibility, the ILO Tri-partite Declaration of Principles 
Concerning Multinational Enterprises and Social Policy, and the United Nations Guiding 
Principles on Business and Human Rights; 
  which sets a frame of reference for the responsible 
and sustainable development of tourism (http://www.unwto.org/ethics/index.php). 
 ation in Travel and 
of children and young people.  (http://www.thecode.org/).  
 Davos Declaration
climate change (http://www.unwto.org/climate/index.php),  
 
which generate benefits for the host communities, and which do not put at risk the future 
http://www.toinitiative.org). 
CSR measures of tourism businesses comprise: 
 the responsible use of natural and cultural resources; 
 the minimisation of pollution and waste;  
 the conservation of landscapes, biodiversity and cultural heritage;  
 fair and responsible treatment of employees, suppliers and guests;  
 fair use of local products and services; 
 involvement and cooperation with local communities so as to improve the quality of life of 
local people. 
 if given proper design and promotion, internet can be an effective marketing tool for tourism 
for Small to Medium Enterprises 
Some examples of CSR initiatives are as follows: 
 diversity in employment (e.g. gender, disabilities, seniors), familyfriendly services (e.g. childcare, 
flexi-time, social events) and policies (e.g. compassionate leave) (Dzansi & Pretorius 2009; Fuller & 
Tian 2006; Jenkins 2006);  
 encouraging staff to follow ethical principles/codes (Fuller & Tian 2006); 
 encouraging staff to be involved in local or overseas CSR initiatives (Fuller & Tian 2006; Jenkins 
2006); 
 providing or permitting staff to attend CSR training (Aragon-Correa et al. 2008; Rao et al. 2009); 
 offering skills development opportunities (e.g. work placements, training) to support the local 
community (Fuller & Tian 2006; Grzyb 2007; Jenkins 2006). 
 environmentally sustainable product materials, design, manufacturing, packaging and/or lifecycle 
assessment (Aragon-Correa et al. 2008; Hitchens et al. 2005; Rao et al. 2009; Revell etal. 2010). 
 water / waste recycling and separation, sustainable office practices, energy / water conservation, 
pollution prevention / reduction, reducing travel (Aragon-Correa et al. 2008; Rao et al. 2009; Revell et 
al. 2010). 
 procurement from eco-friendly suppliers (Aragon-Correa et al. 2008; Hitchens et al. 2005; Rao et al. 
2009; Revell et al. 2010), 
 not engaging in (and not trading with companies engaging in) child labour (Dzansi & Pretorius 2009). 
 implementing voluntary environmental certifications (Aragon-Correa et al. 2008; Hitchens et al. 2005; 
Revell et al. 2010); 
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 applying for, receiving and promoting their CSR awards (Fuller & Tian 2006); 
 investing in or donating profits to CSR programmes /organisations (Dzansi & Pretorius 2009; Fuller & 
Tian 2006; Grzyb 2007; Jenkins 2006); 
 sponsoring, donating time/money, awards and offering discounts to local communities (events, teams, 
schools, disadvantaged groups, projects), and local or overseas CSR programmes /organisations 
(Aragon-Correa et al. 2008; Fuller & Tian 2006; Grzyb 2007; Jenkins 2006). 
 
Corporate Social Responsibility (CSR) represents a growing worldwide concern issue in managing business 
in emerging markets, remaining one of the greatest concerns and major risks for the businesses involved in 
globalizing their operations. Complexity and risks for international business in emerging markets are added by 
CSR. These can especially be observed in terms of people issues, in which a challenge might be to run an 
ethical operation from the human resources standpoint.  
Some major problems faced by the businesses in the emerging markets in regard to CSR practices are: 
 corruption 
 the abuse of the human rights, workplace discrimination, unfairly treatment of the employees 
 a lack of data protection, copyright piracy, no respect for intellectual property 
 financial fraud, tax-avoidance, overcharging guests, discretionary payments to suppliers 
 low levels of transparency and high levels of anonymity 
 an absence of fair competition, the existence of monopolies with no choice for guests 
 poor levels of corporate governance 
 the tolerance of leaders of dubious accountability and respectability 
 -footprint of the tourism day-to-
day operations represent another way to consider CSR activities (Holcomb, Upchurch, Okumus, 2007). In this 
regard some examples would be to recycle and conserve the water, energy and waste management. The 
insufficient developed infrastructure, including software for processing guest services, can allow for 
questionable practices. CSR practices can be improved through an efficient use of ICT as the following chapter 
will present.  
 
3. The relationship between ICT and economic, social and environmental value 
 
There are many socio-economic sustainability issues regarding ICT, as follows:  
 saving in labour cost can increase company' productivity and offer cheaper products and services; 
 the easier access to information through internet can be used to develop environmental and social 
awareness, to reduce dependence, to support personal development and to create support for 
sustainable development; 
 the e-business can play an important role in reducing wastage; 
 might speed up the rate at which new products are introduced;  
 can be positive in substituting electronic for physical activities and in improving of some processes;  
 can make environmental information more accessible and up-to-date;  
 can create new patterns of buying and selling in B2B exchanges;  
 can reduce the demand for offices and retail spaces;  
 can produce changes in transport and energy consumption;  
 the internet and digital collaboration tools make home-working a possibility for many millions of 
employees, obviating their need to commute; 
 can provide more detailed audit trails;  
 to achieve greater optimisation of economic processes and, through this, to improve eco-efficiency. 
The sustainability challenges of ICT are created by broader economic and social factors (James and Simon, 
2003) and the world turned upside of the XXI-st century is seeking for solutions. Nowadays the need for a 
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transformative change moved to a new phase: the green ICT. ICT solutions and companies are so ubiquitous 
that new clusters of solutions providers can emerge. E-books, smart grids, electric cars, video conferencing are 
just few examples of ICT solutions (Ernst & Young, 2012). 
 
4. ICT's implication on CSR in tourism businesses 
 
According to Scott et all (2010) the introduction of ICT has affected all the players in the tourism sector.  
 for potential travelers: ICT has changed the way they research travel options, compare prices and book 
their travel. 
 for travelers on their trip: the availability of information and contact with their home through the 
Internet, the use of mobile phones and geographic location services based on Global Positioning 
Satellites (GPS) has increased the convenience, pleasure and security of travel.  
 for tourism operators, ICTs have affected the way they market their products as well as offering 
opportunities to change the way they operate (Buhalis and Deimezi 2004).  
 for tourism intermediaries (travel agents and wholesalers) the introduction of ICTs have changed the 
over the WWW and the ability for consumers to compare prices and book, as well as creating new 
opportunities for relationship marketing.  
 For tourism organisations at the local, state and national level, it has meant a change in the skills 
required of staff, their promotion and marketing techniques, their customer research methods, a 
change in the services offered to include ICT training and education for operators and the development 
of cooperative data services.  
 For governments, ICT has raised important policy issues related to taxation and legal jurisdiction, 
amongst other areas. 
4.1. Online CSR communications 
Owner-managers who are proactive with CSR (for altruistic or commercial benefits) are increasingly using 
websites to communicate their initiatives to stakeholders (Jenkins 2006; Nielsen & Thomsen 2009; Zackrisson 
et al. 2008). 
According to Parker et all (2010) a framework for online CSR communication includes: 
            1. Website content and features: 
 identification and image: describing CSR policies, the CSR philosophy/mission, the staff 
engagement in CSR projects; 
 promotion and contract: CSR products, services, awards and accreditations; 
 relationship enhancement: links to external CSR sites, CSR-related customer reviews, 
memberships, newsletters, etc; 
 transactional interactivity: CSR-related payments and purchases 
            2.  Website design 
 navigation: web pages devoted to CSR; 
 layout: CSR-related pages and headings on the homepage, etc. 
 
4.2. CSR measures regarding environmental issues and the ICT (information and communication technology) 
role 
Regarding environmental issues, ICT's contribution on CSR measures consist of: 
 energy use in the most effective way by using renewable energy; 
 using ICT's in buildings for managing light and heat systems (smart buildings); 
 ICT applications optimising water consumption 
 using ICT's in logistics could help cut emissions of distribution and transportation (smart logistics); 
 using ICT's in motor systems (smart motor systems); 
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 avoiding toxic degradation of air, water or soil, such as smog, eutrophication or acidification, having 
direct or indirect impacts on human health and biodiversity; 
 using eco-labels;  
 using energy-efficient computers and power-management tools; 
 reduce, reuse and recycle waste; the minimisation of pollution and waste;  
 commitment to the sustainable provision of products and services with significant environmental, social 
and economic benefits, etc. 
The use of online promotion and booking, information analysis and report management systems, ERP 
systems, ICT systems connected to providers, GPS and ambient intelligence, among others, may help 
hospitality companies to minimize the environmental impact of their activities. 
 
4.3. CSR measures regarding social and economic issues and the ICT (information and communication 
technology) role 
CSR's work on developing human capital where ICT can be used includes:  
 business partnerships for developing human capital that focuses on the importance of ICT 
deployment for human capital development, entrepreneurship education, youth development and 
empowering women and girls in achieving development goals; 
 business partnerships for building NGO capacity, particularly where governance institutions may 
lack the resources and ability to strengthen NGO capacity, etc. 
CSR's work regarding economic issues by using ICT can include: 
 the evaluation of the systemic impact on local economic development; 
 creating the conditions for the poor to manage their assets in ways that generate incomes, options, and 
future opportunities; 
 creating jobs, cultivating inter-firm linkages, supporting local enterprise development, enabling 
technology transfer, improving productivity, building human capital and physical infrastructure, and 
making a variety of products and services, such as ICTs, available to consumers and other businesses, 
etc. 
  
5. Conclusions 
 
Corporate Social Responsibility (CSR) represents a growing worldwide concern issue in managing business 
in emerging markets. A commitment to CSR practices can help emerging market firms attract multinational 
partners, access international sources of capital, reach socially-conscious consumers with their products and 
services and can contribute to local development. According to the experts emerging markets continue to grow 
rapidly and web presence can be a clear competitive advantage in their development. ICT-based services can 
improve the efficiency of processes and systems, can help to make CSR information more readily available to 
stakeholders and create new technical possibilities of linking information on individual company impacts with 
other sources.  ICT sector improvement is seen as a major mechanism for responding to societal challenges 
such as an ageing population, sustainable health and social care, inclusion, education, and security, as well as 
the fight against climate change. The impact of ICT on social behaviors, democratic processes, and creativity 
will continue to grow with the wider diffusion of web-based social networking and user-generated content and 
services, driven by the roll-out of broadband. (European Commission Research Directorate-General, 2007). 
Information and Communication Technology and Corporate Social Responsibility have became a central part 
of corporate strategies for tourism businesses.   
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